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本文首先介绍了 OEM 的相关概念、OEM 产生的背景、以及 OEM 在我国的
发展状况与发展趋势；再将 OEM 模式引入饮料行业，较详细的分析了我国饮料
行业特点、当前的竞争格局、以及 OEM 模式在我国饮料行业的发展状况。然后
借助波特的五力模型和 SWOT 分析方法，分析和阐释了厦门 LQ 公司由原来经
营自主品牌到专业做饮料 OEM 之经营战略调整的内外影响因素。接着，通过假
设建立起盈亏平衡理论模型，利用模型初步剖析了品牌厂商（OBM）开展饮料
OEM 的理论动机和出发点；以 LQ 公司为例子，实证分析了 OEM 模式给生产
厂商（OEM 受托方）带来的技术外溢、资本积累、增加就业、企业文化等经济
效应；借助 SCOR 模型和模糊层次分析法（F-AHP），从供应链的视角比较分析
了饮料行业 OEM 供应链所蕴含的价值。 后，阐述了 OEM 企业面临的困境和
风险，并提出该如何解决和防范所面临的困境和风险，以维护好 OEM 合作关系，
提高 OEM 企业自身的核心竞争力，从而创造更加良好的企业经营效益。 
笔者认为，OEM 模式虽然存在着许多弊端，但以满足国内消费需求的饮料


































Beverage industry is among those opening up earlier in China. In recent years, 
with the sustaining improvement of consumption level and demand in China, capital 
has been swarming into the Chinese market from home and abroad resulting in a 
crazy expansion of international beverage magnates. Many domestic beverage 
manufacturers, especially the medium and small ones with local brands, have to face 
the difficulty and threat of strategy conversion, merger and bankruptcy. Due to their 
inferiority in self-R&D level, brand operation and management, assets amount, 
marketing network building and capital operation capability, they are strongly hit in 
fierce market competition with market share reducing and brand nationwide 
expansion ending in failure. Facing the predicaments, how beverage manufacturers 
break through? It is a realistic problem worth of further discussion. 
Firstly, this paper introduces the concept, background, developments and trend 
of OEM, and relates OEM model to beverage industry. It detailedly analyses the 
industrial features of the Chinese beverage industry, current competitive pattern and 
OEM model application. It uses Michael Porter's Five Forces Model and SWOT 
method to analyse and explain the internal and external reasons that Xiamen LQ 
Company adjusts from independent brand building to OEM. Secondly, this paper sets 
up a profit and loss balance theory model to preliminarily analyse theoretical motive 
and starting point of beverage branded manufacturer (OBM) adopting OEM model. It 
takes LQ Company as example to explain economic effects brought by OEM such as 
technology spillover, capital accumulation, job creation and corporate culture 
promotion. It uses SCOR model and fuzzy-analytic hierarchy process (F-AHP) to 
analyse the value contained in OEM supply chain of beverage industry from supply 
chain perspective. Finally, it points out the predicament and risk faced by OEM 
enterprises and puts forward the solutions to keep OEM symbiosis in good condition, 
promote OEM enterprises’ core competitiveness and improve coporate performance. 
The author thinks, although OEM has many weaknesses, the OEM model of 
beverage industry is different from that of others such as domestic appliance, IT and 
textile industry, because it aims to meet the demand of domestic consumption. 















China, OEM is still a favorable solution and eligible management strategy for the 
beverage manufacturers trapped in their own brands.  
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外商独资企业，并更名为厦门 LQ 实业有限公司。随后，LQ 公司进行一系列的
资产重组和资源整合，拍卖出售了“鹭芳”品牌商标，将公司的核心业务定位


















饮料行业 OEM 模式的价值与风险分析——基于 LQ 公司经营战略调整的案例研究 
2 
挥了重要的作用。虽然 OEM 模式也存在着不少的弊端，OEM 制造企业该如何
进行产业升级已成为我国众多经济学者和企业家关注的焦点，但是，以满足国




   （二）本文主要的研究内容及研究意义 
本文首先介绍了 OEM 的相关概念、OEM 产生的背景、以及 OEM 在我国的
发展状况与发展趋势；再将 OEM 模式引入饮料行业，较详细地分析了我国饮料
行业的特点、当前的竞争格局、OEM 模式在我国饮料行业的发展状况。然后借
助波特五力模型和 SWOT 分析方法，分析和阐释了厦门 LQ 公司由原来经营自
主品牌到专业做饮料 OEM 之经营战略调整的内外影响因素。接着，通过假设建
立起盈亏平衡理论模型，利用模型初步剖析了饮料品牌厂商（OBM）开展 OEM
的理论动机和出发点；以 LQ 公司为例子，实证分析了 OEM 模式给生产厂商
（OEM 受托方）带来的技术外溢、资本积累、增加就业、企业文化等经济效应；
借助 SCOR 模型和模糊层次分析法（F-AHP），从供应链的视角比较分析了饮料
行业 OEM 供应链所蕴含的价值。同时阐述了 OEM 企业面临的困境和风险，以
及该如何防范和解决所面临的困难和风险，以维护好 OEM 合作关系和提高饮料
OEM 企业自身的核心竞争力，从而创造更加良好的企业经营效益。 
本文试图通过 LQ 公司向 OEM 成功转型的个案分析中，结合在 MBA 课程
中所学的理论知识和分析方法，初步剖析饮料行业的 OEM 模式所具有的价值与
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